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How does the Industry promote itself and its products? 
 
• Direct advertising - through news print, magazines,  

websites and social media (TV and radio not allowed by 
law) 
 

•    Indirect advertising - giveaway tobacco products, gear 
 and clothing coupons and   contests, discount 
 coupons for cigarettes and other tobacco 
 products 
 
•    Event sponsorships - support for arts, music, and sports 
 events 
 
•    Outreach efforts & community events 
 
• Legislation – or counter-legislation to maintain 

regulatory advantage.   
 
• Constant innovation in its products.   
 



Long history of targeting  
specific populations through advertising 



Cowboys and Movie Stars  
The Power of Advertising 

Campaign for Tobacco Free Kids Ad Gallery, 2009 





Targeting Girls and Women 
The Power of Advertising 

Campaign for Tobacco Free Kids Ad Gallery 



Tobacco Product Enhancement 



Targeting African Americans 











 
 

Campaign for Tobacco Free Kids Ad Gallery 











Targeting Native Americans 







 
 

 
Targeting the LGBTQ Community 

 



Targeting the Military 



Globalization of Arghile or Hookah 
Americans in Iraq, 2004 



A case of jumping the cultural divide 



Tobacco and Socioeconomic Status 
 

   Across the board, the greatest 
single predictor of tobacco use is 
low socioeconomic status (SES) 



Transition to youth and emerging 
tobacco products 



Targeting Youth 
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Smoking Rates by Demographic Group - 2011  

Average adult smoking rate 23.3% 

* Tobacco use Prevalence among Arab Americans in Metro Detroit , Michigan 2009-Survey  
        
 



Tobacco is a Winnable Battle …    
 let’s work together 



            
Questions or follow-up requests? 

 
Please contact the MDCH Tobacco Program 

Janet Kiley kileyj@michigan.gov 
Orlando Todd toddo@michigan.gov  

Or call 517-335-8376 
 

mailto:kileyj@michigan.gov
mailto:toddo@michigan.gov
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